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Your keys sir f 


They open the doors upon a most impressive ex- 


position of alert styling, uncompromising quality, 


and convincing value... for upturning sales in 1959 


FREEMAN SHOE CORPORATION + BELOIT + WIS. 
O 
At the National Shoe Fair 
Stevens Hotel, Chicago, Jan. 5, 4, 5, 6 
Rooms 1500 & 1501 


la 


FREEMAN SHOES 


BOOTMAKERS + MASTER FITTERS + FREEMANS + GCHAMPIONS 
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WHAT do older business men 
look for in young men for future 
executive timber? In what respects 
do these specifications differ from 
those of 20 or 30 years ago? To 
answer the second question first, 
they place less stress today on will 
power and aggressiveness, more on 


vA OC 
alae, 





exuberant energy and physical fit- 
ness. There is less demand for 
“dominant,” “strong,” “powerful” 
traits,in junior executives and more 
for agreeable personalities. These 
observations in Nation’s Business. 


Erwin H. Schell, head of the 
Business and Engineering Adminis- 
tration Department at Massachu- 
setts Institute of Technology, says: 
“Such earmarks of leadership as a 
keen, quick mind, breadth of in- 
tellectual interest and adaptability 
still impress executives as highly as 
ever. But the most favored intel- 


lectual talent is judgment, or bal- 
It commands universal re- 
among successful business 


ance. 
spect 
men.” 


MMIEMBERS of the Dayton Shoe 
Retailers Club may be “in” for a 
real treat one of these days as a 
result of a challenge issued by one 
member to another during a poker 
game following immediately after 
the recent meeting. 

Don Broughton, club secretary, 
let it be known to six other men 
sitting around the card table that 
he makes excellent onion soup. He 
was loud in his self-praise for a 
moment. “Listen, Mister,” piped 


up Alan Thirkield of Franklin, 
Ohio, “I make a dawgonned good 
variety of onion soup myself. You 
can’t beat mine.” 

Five other men contributed their 


(11) 


part in unison—*Prove It.” So, at 
some not too far distant meeting 
of the club, the two onion soup 
makers will be given the opportu- 
nity to display their talents for the 
benefit of the Dayton Shoe Retail- 
ers Club. The two types of onion 
soup will be “on” Thirkield and 
Broughton, with club members act- 
ing as official tasters and judges. 


co 
“4 
a. 


ET doesn’t take much to capture 
the imagination of the American 
public. But whatever it is, it has 
got to be simple and interesting. 
No one thing has brightened the 
men’s shoe picture more than the 
bootmaker’s treatment of the fin- 
ished shoe—with oils and wax or, 
as some call it, hand staining. 
There must be something atavis- 
tic in this for certainly men born in 
this century know very little about 
mutton tallow treatment of Winter 





[12] 


boots, oil rubbing and any atten- 
tion paid to the shoe other than 
saying “yes” to the shine boy. Liv- 
ing in the metropolitan centers, our 
feet hit the concrete pavements and 
we live on wood and stone in the 
“cabined canyons of modern Bag- 
dad.” And yet, in front of the win- 
dows, in front of the stores where 
shoes are given bootmaker treat- 
ment, stands a crowd of men and 
what’s more, they are buying and 
have bought for weeks. 

I'd like to give credit to John 
Laycock of Hanan & Son for put- 
ting a new emphasis on this unique 
sales maker. He was opening a 
store on Broadway and to give it 
the feeling of handcraftsmanship, 
he put a shoemaker’s bench and 
tools in the window. Someone pass- 
ing by said: “Why not a shoe- 
maker?” That led to a need for 
giving the shoemaker something 
to do. 

And so was born the idea of the 
bootmaker treatment. Certainly a 
new color in shoes came into play 
for the tan, when rubbed, puts a 
mellow stain along the stitched lines 
and perforations. Shoes look bet- 
ter for the treatment. At any rate, 
extra pairs have been sold and will 
be sold. 

Certainly, the experience here 
gleaned indicates that new talking 
points can be brought into men’s 
shoes, outside of pattern and de- 
sign. If an appreciation of better 
shoes and more shoes can be culti- 
vated, the industry is better off for 
such a promotion. 


* * * 


34 
—_ re “Or 


—_o 





JOHN RYAN, owner of a shoe 
store on Seneca Street in Buffalo, 
N. Y., now is 65 years of age but 
every Sunday makes a practice of 
walking 20 miles—Winter or Sum- 
mer. In his youthful days, Mr. 
Ryan was a baseball player and a 
fine athlete. “There are as many 
opportunities today,” he said, “as 
there ever were—if a young fellow 
would take his feet out from under 
the table and hustle.” 
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—This is the season of the year 
when most business men ask 
“How about 19397 What are the 
prospects for business?" 

—To me the prospects seem most 
favorable. 

—Our supply of money, much of 
which is inactive at the moment, 
is greater than ever before in our 
history. 

—Babson says: “Credit reserves of 
our banking system can finance a 
business expansion of $250,000,- 
000,000 (billions, mind you) com- 
pared with an actual expansion of 
$55,000,000,000 at the 1929 
boom peak." 

—These, and a score of other fac- 
tors, all point to a forward surge 
in business for the coming year. 

—tThe only laggard quantity is Con- 
fidence—a most essential factor 
in any business revival. 

—But even Confidence is showing 
signs of recovery—and that's of 
vital significance. 


SOs 


President 





oJ. F. MARSHALL of the Ameri- 
can Felt Company is a strong ad- 
mirer of Charles F. Kettering, genius 
of research in the automotive world. 
Every time he hears that “Ket” is 
going to speak he makes it a point 
somehow to attend the affair. On 
one of these occasions, when Mr. 
and Mrs. Marshall were present Mr. 
Kettering voiced an epigram so apt 
that Mr. Marshall wanted to see him 
afterward, to ask him to repeat it. 
But Mrs. Marshall said: “I don’t 
think I'll ever forget it and if you 
want to write it down, Jim, here it 
is: ‘Recognition of what’s wrong 
with a situation—and not what's 
right—is the greatest assurance of 
success. Charles F. Kettering.’ ” 


Later, Mr. Marshall had this 
printed on an 8 x 10 card (suitable 
border and design) and sent it to 
some of his friends. We saw it in 
his office at 315 Fourth Avenue. 


oe o * 


MMERS. ADRA L. DAY is adding to 
shoes in the Ideal Baby Shoe Com- 
pany museum in Danvers, Mass. 
The company makes soft-soled shoes 
for little folks and semi-hard-soled 
shoes for larger folks. Mrs. Day is 
manager. 

She collects shoes new and old, 
shoes curious and commercial and 
shoes otherwise, all of the smaller 
sizes such as worn by youngsters. 

Mrs. Day has some copper-toed 
shoes in her museum, also several 
specimens of school shoes of the 
early American period. Some of 
them look as if Zerubabel Porter 
might have made them. And Zeru- 
babel, according to the Danvers tra- 
ditions, was the first shoemaker in 
America to make leather and shoes 
of the leather and to distribute the 
shoes to the wholesale trade. In 
the Ideal Museum are some of the 
oldest school shoes. 


MMARTIN LEE of Los Angeles 
says: 

“The better made Mexican woven 
shoes are the result of expert crafts- 
manship handed down from father 
to son, for generations and genera- 
tions. A much better product re- 
sults from this knowledge of weav- 
ing. Good craftsmanship alone will 


not make these shoes salable to 
consumers in other parts of the 
world. A very important item to 
the consumers in this and in other 
countries, accustomed to the Ameri- 
can standards of shoe fitting, is the 
lasts and patterns, plus the Ameri- 
can standards of good finished 
products. Our Mexican plants are, 
therefore, completely equipped with 
good-fitting American lasts and 





BOOT anp SHOE RECORDER, December 17, 1938 


patterns with the manufacturing de- 
tails overseen by an American fac- 
tory expert. Orders received for 
early Spring delivery from nearly 
every state in the Union, from En- 
gland, Hawaii, Australia and even 
Shanghai indicate an even greater 
year for these woven novelties than 
was experienced last year.” 





LLONDONERS lose 12,000 pairs 
of shoes a year, according to John 
L. Dowrick. Also they lose 35,000 
suits and 100,000-dresses a year. 
At least, those are the numbers of 
articles sent annually to an official 
auction room on the edge of Covent 
Garden Market. A check-up by the 
auctioneers reveals that women are 
more absent-minded than men, for 
more lost property consists of 
women’s apparel and effects. About 
60,000 umbrellas are sold at the 
auction every year and thousands 
of single gloves are sent to agri- 
cultural districts, where farmers 
who use one hand more than the 
other gladly buy them. 


ALAN METZGER, who has charge 
of the men’s and boys’ shoe depart- 
ment in the F. C. Nash & Co. de- 
partment store in Pasadena, Calif., 
tells us: 


“In a recent survey of our store, 
it was found that 93 per cent of our 
charge accounts trade regularly 
with us. As in any department 
store, the great majority of these 
customers are women. Consequent- 
ly, they have only a passive interest 
in the shoes sold in my section. 
However, by hammering on the fact 
that good-fitting and good-wearing 
shoes are to be gotten here, a con- 
siderable number of women have 
come to be our best sources of 
word-of-mouth advertising. 

“Careful fitting has everything 
to do with building up a boy’s and 
men’s business — especially when 


the department is located down a 
flight of stairs from the main selling 
level. There are lots of stores sell- 
ing good shoes in our community— 
so our hope of showing steady trade 
increases is through putting the 
right shoes on the feet of our 
patrons. A number of mothers have 
gained confidence in the way shoes 
are fitted here and it’s a common 
occurrence for them to ’phone us to 
say that Junior will be down after 
school and for us to give him what 
he should have. That transaction 
gives the youngster a great sense of 
importance, since usually one or 
two of his pals come along to wit- 
ness the scene. And maybe you 
don’t think that’s good advertising. 


” 


too: 
o _ o 


THE War Department has awarded 
a $280,554 contract to the Inter- 
national Shoe Company of St. 
Louis, Mo. Of the total, $133,235 
goes for leather boots and $147,319 
for service: shoes. 


LITTLE BOY BLUE 


Oh, Little Boy Blue, come honk me your 
horn, 

Drive me to the doctor who'll poultice 
my corn! 

I turned down advice of shoe fitters, you 
say? 
know it, but hurry, we'll be on our 


Oh, Little Boy Blue, don’t you see dad's 
in pain? 

I know I've more toes than I ever had 
brain, 

But that’s not the question, keep honking 
your horn, 

And drive like the dickens, for I have » 
corn! 

Oh, Little Boy Blue, you're a lucky young 
lad, 

Your feet still are perfeet, but look at 
your dad; 

Don’t do as your dad did—but please 
honk your horn, 

And step on it sharply, for dad has a 

Je Evw. Torr. 





N 
\ 
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“Next time you keep out of if! | only needed one pair of shoes!" 








AMERICAN SHOES 


These two jolly American girls and their 
real Dutch sailor typify the international 
alliance recently formed between the new 
American-made shoes and their Dutch in- 
spiration, the traditional wooden shoe. 


FFOUR or five pairs of wooden shoes lined up on your 
doorstep when you return from work—a sure sign that 
there are visitors at your house. If you were a Hol- 
lander this would not be an unusual sight. Here in 
America, it would certainly be something to write 
home about. 

Who knows but what we may be headed that way? 
Smith College girls recently passed a ruling that 
sabots cannot be worn into the classrooms because the 
clatter of wooden soles disturbs the academic quiet. 
So they leave them outside, in true Dutch style. They 
can—and do—wear them everywhere else, however. 

Six months ago, in the May 21 issue of Boot ANp 
SHOE RecorDER, we showed a drawing (reproduced 
here) of the first Finnish wooden-soled shoe imported 
for sale in this country. It came from the forty-year- 
old shoe shop of the father of Paavo Nurmi (the world’s 
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GO DUTCH 


by ELEANOR RUTLEDGE 


The “Nurmis”, the original wooden- 

soled shoe imported from Finland 

last Spring, and specially sketched 

for Boor anp SHoe Recorper. (May 

21 issue.) Intended for beach and 
garden wear. 
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Latest development in American adaptations of peasant shoe 
fashions is this new Dutch pattern with rocker bottom and high 
walled last. Introduced and promoted first by Saks-Fifth Ave- 
nue as the “Zuider Zee” (a patented design), its chunky outline 
promises to sweep the country in many versions and price levels 


champion runner of a few years ago) and was the 
replica of those being worn by smart Europeans to 
the beach, for gardening and general sports wear. 
(You will find photographs and history of this shoe 
in our May 28 issue.) It was sold by two Fifth Avenue 
stores—Shoecraft and Bonwit Teller—as a novelty for 
beach and gardening. 

This Fall the same stores and a few others are sell- 
ing it to college and high school girls. One high school 
girl bought it, saying she wanted to be the first to 
introduce the vogue at her school. In the largest sizes 
it has been bought by a few women for their husbands 
to wear to the beach. I watched one mother purchase 
two cunning little pairs for her small daughters to 
wear for the same purpose in Florida this Winter. 

In the same store, recently, one young girl bought 
the wooden-soled imported shoe while her mother got 
the American adaptation. They walked out on Fifth 
Avenue wearing their new purchases and exclaiming 
over the comfort of the rocker bottom soles. 


Although these first wooden-soled shoes came from 


Dutch shoes photographed outside a village home 

in Holland. The Dutch know how to keep their 

polished floors unscratched and clean and their 

houses quiet by removing their wooden shoes 
. (Reproduced from Boor anv SHOE 
Recorver, May 28 issue.) 


Finland, it is the idea of the Dutch sabot that has 
stimulated the imagination of the American shoemaker 
in creating their own leather-soled versions. (It is in- 
leresting to note that a manufacturer in Portland, Ore., 
has been making wooden-soled shoes for gardening for 
several years and that in Holland, Mich., this type is 
always worn in the dairies and creameries. ) 


Photographs with models by 

Rosert K. Weirzen. Dresses by 

Junior Cxiigue Frocks in 

“Arnotex Raratan”. Shoes 

by courtesy of Bonwit 
TELLER. 


Good for deck games, beach, garden and 

general country wear, are these wooden- 

soled shoes now being imported and sold 
by Bonwir Teter and SHorcrart. 


The Golden Jubilee of Wilhelmina, beloved Queen 
of Holland, is the chief reason for the emphasis on the 
Dutch origin of this fashion trend. Fashions do not 
just spring from nowhere, and, in this case, the source 
is obvious. In addition, of course, the interest in peasant 
styles generally is an important factor. And Dutch 
ideas have been current for some time in sabot strap 
shoes and Dutch Boy heels. 

There are other good reasons for the acceptance of 
this chunky, rather heavy type of shoe pattern at this 
time. Many smart women have already adopted it in 
the walled last for their sport and even their dressy 
shoes. The platform sole is another expression of this 
same vogue for the “clumsy” in shoes. The “Barge” 
(Stetson’s adaptation of the Tyrolean peasant shoe) 

[TURN TO PAGE 33, PLEASE] 
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The large, extruding block letters on the front of the new Faflik store are of natural-finish 
redwood, set against a background panel of grained Primavera wood. 


New Cleveland Store 
Beasts Unusual Features 


UNIQUE in its appointments and service layout is the 
new. Scientific Shoe Fitters store, located at 10519-23 
Carnegie Avenue, Cleveland, Ohio, and operated by 
Clarence R. Faflik under a corporate set-up. Mr. Faflik 
is president, treasurer and director of the company, 
known as Scientific Shoe Fitters of America, Inc.; Al 
Faflik is secretary, and William Marsal, formerly with 
the Stone Shoe Co. for 15 years, is vice-president and 
manager. 

The store specializes in correct prescription shoes 
and carries a general line for the entire family. Mr. 
Faflik, veteran Cleveland shoe man and operator of 
three other stores, has here assembled his ideas of what 
a modern prescription unit should offer. 

To begin with, the store is located in the Carnegie 
Medical Building where the offices of 179 physicians 
are found. In addition, the store is well surrounded by 
general as well as orthopedic hospitals. The location is 
‘likewise on the main traffic artery leading to Cleveland 


Heights, fashionable suburb, and thousands of auto- 
mobiles pour past it daily. For their convenience, there 
is a: 500-car parking lot directly behind the building. 
The store is just one block south of Euclid Avenue and 
in easy access generally. 


THE front of the store provides extensive show win- 
dows above a base of Georgian marble. Still more strik- 
ing is the fagade above the coping which is a broad 
panel of Primavera wood, 144 in. thick, in a natural 
finish—said to be the first store in Ohio to employ this 
treatment. Large block letters, erected on the artistic 
coping, and smaller block letters, mounted on the 
panel, are of natural finish redwood. 

The inside is richly furnished with three-frame brown 
Wilton carpet and tapestry chairs in solid colors of 
Algerian rust and green. Again we find Primavera 
used in all fixtures and woodwork with darker trim 
lines. Above the woodwork, the walls are finished in 
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Clarence R. Faflik, Well-Known Ohio Shoe Retailer, Opens Attractive 
New Shop in Carnegie Medical Building, Cleveland, Specializing in a 


Family Line of Corrective Footwear and Catering to a Prescription Trade 


turquoise green, while the ceiling is in white. Modern- 
istic chrome lighting fixtures are suspended to offer 
indirect lighting. 

A low Primavera barrier down the middle of the 
store divides the men’s department from the women’s 
and children’s. Built-out, hidden stock sections age 
located on each side of the store to serve the respec- 
tive departments. A heavy stock of ready-made shoes 
to fit practically all known orthopedic and medical 
prescriptions as well as general family needs is carried. 
Large, indirect ighted niches afford display. 


ALONG the side toward the rear is the hosiery depart- 
ment and across the back is a Guilford Orthopedic 
Brace Department with special fitting and service 
rooms. Offices are located on the second floor, while an 
attractive mezzanine is leased for a nurses’ supply de- 
partment. Besides the tapestry chairs on the main floor, 
there is a leather upholstered seat which completely 
circles the rear column. X-Ray fitting equipment is 
located nearby. 

In addition to the main entrance off the street, there 
is a wide side entrance opening directly off the Car- 
negie Medical Building lobby. This is convenient for 
prescription customers coming down from doctors’ 
offices. Still more elaborate and unusual is the direct 
elevator connection with the rear service offices so that 
wheel chairs may be brought directly in, from the 
floors above. 





A special preview was offered for the medical pro- 
fession on Oct. 31, one day prior to the general open- 
ing. Personal invitations were extended to the doctors 
and a big turnout resulted. The store remained open 
in the evening for their reception. 

The store has received favorable response from the 
public. As stated by Mr. Faflik, business has been well 


above average. 


WHILE stores of this kind belong in the category of 
highly specialized orthopedic shoe stores, rendering a 
distinctly professional kind of service, and can scarcely 
be set up as an example of what the average shoe store 
can do, they nevertheless suggest possibilities which 
may well be considered by retailers whose chief inter- 
ests lie along the lines of corrective footwear. 

Most large cities have buildings, or neighborhoods, 
in which numbers of physicians and surgeons have their 
offices, and these neighborhoods are likely to offer 
favorable locations for the shoe man specializing in 
corrective footwear. That is particularly true if he 
makes a specialty of supplying shoes to meet the pre- 
scriptions of orthopedic surgeons. It is important, how- 
ever, to keep in mind, as Mr. Faflik has done, that the 
customer who requires orthopedic footwear likes an 
attractive store as well as the woman buying high style 
shoes, and to plan the store, within and without, with 
full recognition of this principle. 
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Windows This Year Displayed Accessories 
with Imagination __ These Items Can Be 
Made the Source of Increased Sales for the 
Store, as Well as of Increased Customer In- 


terest in the Windows 


Bonwit Teller’s Dutch shoe window 

was especially striking because of the 

three conve i ines carrying the 

line of attention %0 the star an 
crescent moon. 


by ANNE B- pAVID 


SHOE SHOP WINDOWS 


season of the year were reflected in many shoe 


ISTMAS in the 


EAR by yea? 


nts are becoming more 
hristmas busi- 


A great deal of thought and ingenuity Wa 


n these windows, 4n encouraging sign which 


he very specia hich is always 


at retailers are becoming increasingly adept 


associated with Christmas 


in interpreting the trend of the season with originality. 


the displays of 


One of the most striking tendencies noticeable in 


the undercurr nt peculiar to 


ws was the use of Christmas wrappings as 











r In- 
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idea of Fall. 


a part of the decoration. This is a technique which 
must be handled with both imagination and discretion 
—the former to avoid dullness and pointlessness, and 

the latter to avoid the equally disastrous effect of over- 

stuffing the window so as to produce confusion in the 

mind of the looker. A simple way of making use of 

this feature is to display the shoes, slippers, bags, or 

whatever merchandise is to be emphasized in the dis- 

play, on top of the Christmas box—all tied together 
with a gaily colored ribbon. The display man must be 
careful, here, in combining harmonizing colors. If 
handled carefully this type of display, while inexpen- 
sive and easy to arrange, is very effective. Most of 
the stores use this in some form or other. 

A. S. Beck, whose Christmas windows were unusual 
and attracted a great deal of attention, made good use 
of transparent cellophane boxes in which to display 
their merchandise. Tied with a red ribbon, or deco- 


This seasonal disvlay was featured 
in the J. B. Wahl department store in 
Bellingham, Washington. The Autumn 
leaves and the owl carried out the 























rated with a sprig of holly, the result was festive. An 
advantage of this type of display is the fact that the 
merchandise can be seen through the box, serving the 
double purpose of utility and decoration. Other stores 


used merely the ribbon—in silver, red, green, blue, 
[TURN TO PAGE 44, PLEASE] 


This I. Miller Christmas window was a symphony 
in white and gold. The angle of the bough made 
the window dynamic, and consequently interesting 
to the potential customer. 
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An interior view of the University Co-op, situated on 
the lower campus of the University of Wisconsin, where 
Edwin O. Olson has his men’s shoe department. 


How to SPEED SALES in JANUARY 


WHEN shoe customers reluctantly enter the store, de- 


mand bargains, and keep the salesman on edge, then 
every shoe salesman knows that January has come. 
When stores begin to cut down on their light bills, 
salesmen work half-days or alternate weeks, and count- 
ing inventory is the only way to keep busy, then every 
shoe store senses the beginning of a slump season 
which often lasts up to the middle of March. 

Selling shoes in January is one of the mysteries of 
the shoe business. It is during this period that every 
effort is made to cut down the customer’s resistance 
to a minimum. Every customer is a “must” customer. 

Each January slump presents itself with different 
problems. To cope with this inevitable shoe phenome- 
non, shoe store managers have devised various methods 
for getting more sales. 

From the expensive and sophisticated shoe depart- 
ments to the lower price chain stores, techniques of a 
variegated kind are used to lessen the severity of the 
seasonal slump. Some stores concentrate on effective 
sales presentations. Some announce their wares through 


direct mail advertising, newspaper advertising, leaflets, 
and even through the radio. 

Every effort is made to individualize the store. Win- 
dow trims are more carefully set in. Interior displays 
are uniquely made up. Bargain counters are made 
attractive in order to catch the customer’s eye. 

Every shoe manager or owner has a few “trump 
cards” which he can rely upon during this inactive 
period of business. By prudently “playing his cards” 
the shrewd shoe man can lessen the severity of the 
slump. He can beat his last year’s low figures and estab- 
lish a new high for slow season volume turnover. 

Because the shoe men of Madison, Wis., all agree 
that the January slump is inevitable there as elsewhere, 
each has his own distinctive way of increasing his busi- 
ness during this period. 

Leonard Woolen, manager of the shoe department 
in Burdick & Murray, ladies’ ready-to-wear specialty 
shop, uses what he calls the “courtesy card” technique 
to stimulate his slow Winter season. 

“At the beginning of each year,” explains Mr. 
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Does the Slow Season after the Holidays Haunt 
You? Do You Idle Away Your Time During 
the Two and One-Half Month Period Before 
the Spring Season Opens? What Methods Do 
You Use to Stimulate Shoe Sales? Have You 


Made a Study of the Techniques Other Shoe 
Merchants Use to Cope With This Problem? 
How Madison, Wis., Shoe Managers Found 


Answers to These Questions. 


by ALVO ALBINI 


“A college man sells himself,” says Mr. Olson, seen 
here fitting one of his new customers. 


Woolen, we mail out ‘courtesy cards’ to every customer 
on the store’s accounts and invite her to take advantage 
of a courtesy discount which we offer our customers 
only. By bringing the card with her, a special dis- 
count is given on every pair of shoes that she buys. 

Approximately 4000 cards are mailed out each Janu- 
ary. Over 50 per cent of the customers who receive 
the cards respond to the offer, says Mr. Woolen. 

Another method which Mr. Woolen uses during 
January is to introduce some new Spring style to the 
customers who come in for galoshes, purses, or some 
other minor item. 

“I always try to pick up a few new Spring patterns,” 
says Mr. Woolen, “and make a special effort to keep 
them off our displays and out of our windows. 

“When a customer comes in for a pair of galoshes, 
we inform her that we have a few new styles in shoes 


The January slump is stimulated in Mr. Olson's 
department by the registration of new students dur- 
ing the latter part of the month. 


which we would like to show her. By inducing the cus- 
tomer to try on the shoe and make her feel as though 
she is really the only one to know about the new style. 
extra sales are often made.” 

The slow season in Madison, says Mr. Woolen, lasts 
from Jan. 1 to March 15. 


PHIL APPLEBAUM, manager of the shoe department 
in the Harry L. Manchester department store, Madison, 
believes that time alters one’s mind and ideas about 
January slumps. 

“The drop in the January business can be avoided,” 
says Mr. Applebaum, “by having new shoes come in 
during this month. However, the ability to introduce 
new styles is based largely upon the condition of your 
Fall stock. One must work ahead several months in 
liquidating the old Fall styles.” 

Over 50 per cent of the business of the Manchester 
shoe department comes from the Madison suburban 
area. This consists of the middle class and better class 
of buyers. During the January season, Mr. Apple- 
baum stocks up on plenty of “cruise shoe” styles. 

An elaborate and colorful folder is prepared by the 
advertising department and is mailed to the  vacation- 
ing customers. By keeping an alert eye on the society 
columns of the local papers, Mr. Applebaum draws 
his list of prospective “cruise shoe” customers and 
contacts them by telephone or by mail. 

“Today,” says Mr. Applebaum, “we don’t have the 
people buying many pairs of shoes even if there is a 
sale in progress and if real values are offered.” 

In his department, Mr. Applebaum finds that his 
customers are not all sale-minded during the month 
of January. 

“Because it is imperative for the women of today to 
have a complete line of accessories to match their shoes. 

[TURN TO PAGE 37, PLEASE] 





De Cuddles 


OUTLOOK 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Look Ouat fer Time’s Baeklash 


EF 50 per cent of your retail business is done within 
your own state, you—as a merchant—are exempt from 
the provisions of the Wage and Hour Law. This holds 
true for chain stores as well—since each store is con- 
sidered a separate establishment within the meaning 
of the exemption. But the warehousing, wholesaling 
and distributive service side of chain stores is under 
the law. 

Retail shoe stores, in the main, pay better than the 
national minimum set on interstate business by the 
Wage and Hour Law. But this subject of 44 hours is 
something else again. If all of the businesses engaged 
in interstate trade must rigidly abide by the 44-hour 
law, can businesses within states (intrastate) continue 
long hour store schedules when the national example 
is a flat 44 hours? 

But the real rub about the Wage and Hour Law is 
in hours of manufacturing—for heretofore in peak 
seasons workers were glad to work many extra hours 
to get the extra wages. But that’s over now. In the 
case of shoes, it is going to hurt, for with Easter, 
April 9—deliveries must be made to stores three to 
four weeks before that date. In many cases, an entire 
making season has got to be squeezed into a two- 
months period. 

Don’t say it’s the old cry of wolf, wolf, wolf and 
there will be many a factory starving for business six 
weeks after the show, for this year you may be wrong 
because of an additional factor. Everyone has delayed 
ordering shoes and as a result, in the entire service of 
supplies behind the shoes, there has been no building 
up of inventory. Tanners and material people have 
been waiting to see which way the “price cat jumped,” 
and have also been reluctant to put into color, mate- 
rials that may be changed by the whim of merchant 
style demand in the next four weeks. Well, if there is 
very little inventory of supply, and the 44-hour law is 
just as operative in the supply field as in the assembling 
of shoes, you can expect more and more delay—espe- 
cially in a season when new style ideas are in every 
case of shoes. 


So here we stand, in mid-December, watching the 
very sequence of events shape themselves into the con- 
fusions of the future months of January, February and 
March because everybody from the public back to raw 
stock is playing a waiting game. If a real burst of 
business develops in the Spring, it is obvious that the 
public will have to take, not what it wants when it 
wants it, but what it can get—or do without. 

The Federal Commissioner of Labor Statistics indi- 
cates that things are very much on the mend, providing 
we encourage a rise in the earnings of the lower in- 
come groups. “A moderate increase in these low in- 
comes,” he said, “would have an effect almost unbe- 
lievable and eliminate surplus capacity in most in- 
dustries.” 

We, in the shoe business, of course, realize how 
close the shoe store is to the immense population in 
the lower income group. But do we know that fully 
one-half the market for industrial and agricultural 
products lies with 54 per cent of the nation’s families 
which receive incomes of $1,200 or less a year? Their 
incomes and standards of living must be increased if 
the machine is to move smoothly and at a greater rate 
of speed. 

This is a good time of the year to think in terms of 
the United States as one common business enterprise, 
with separate industries getting parts of the total busi- 
ness. We can measure 1929, with its $63,000,000,000 
of income against 1938, when a larger population re- 
ceived only $54,000,000,000. Shoes and their purchase 
are tied up with wage envelopes for scarcely anybody 
takes the price of a shoe out of capital and savings. 

So, we stand at the beginning of 1939, hopeful of a 
bigger and better market for shoes because of the pos- 
sibility of bigger and better income for wage earners 
in America. 

Of this fact we are certain—that the Wage and Hour 
Law will have the effect of increasing problems of pro- 
duction—more lasts to more man-power—so expect 
more delays and more costs. 





BOOT anp SHOE RECORDER, December 17, 1938 


F you haven’t already seen the new Roblee line of men’s shoes, we'll 


all be at the Stevens Hotel (Rooms 809-13) in Chicago the week of 
January 2d. Hope you get lined up with one of our men before that 
time, as I honestly think Roblee is the hottest proposition for 1939— 
and I’ve been in the shoe business for a few years myself. However, 
we'll have our whole show at the Stevens for the National Shoe Fair, so 


please consider this a personal invitation to drop in and look it over. 


UNITED MEN’S DIVISION—BROWN SHOE COMPANY ST. LOUIS 
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Windows Supreme 


Window displays can be trans- 
formed overnight by the use of wall- 
board partitions and quick-drying 
paints (a fan will hurry the drying 
process). 

Theme of the recent Winkelman 
Shoe Store window on Fifth Avenue 
was “Sale—Headline News—Head- 
line Values.” Drawing attention to 
its shoe sale with large photos of 
recent news events in the back of the 
window. 

The manager of the Florsheim Shoe 
Shop on Longacre Square in New 
York makes profitable use of his wide 
acquaintance among the celebrities 
by displaying in his window large 
autographed photos of theatrical 
people—personal friends by the way. 

For .a white Christmas, Bamber- 
ger’s store in Newark has an artificial 
blizzard in the window. An outside 
scene, an electric fan concealed be- 


hind a screen, and a hundred or so 
pounds of “California Snow” or bo- 
rax do the trick. 

If motion is the modern trend in 
window display, what do you think of 
the Fifth Avenue Association’s action 
protesting against “display in motion” 
as giving one store an edge over an- 
other? So in true competitive Christ- 
mas spirit—some stores give motion, 
music and ringing bells, duplicated 
in each window—because holiday 
displays are not commercial. 


ee. @ © 


“Evening elegance . . . stressing 
the importance of satin on gold kid 
platforms.” (Filene’s, Boston) 


—OPI— 


Bonuses for the Alert 


A five cents per pair bonus, offered 
to shoe salesmen for selling hosiery, 
has greatly stimulated suggestive sell- 





shane! 
Sibeméd 


Su dew 3 ir. Eugene Clark, 

{o be ready in « BIG 

te dy BI ray ith 
storm footwear and he's known as 


AUTOMATI 


WARNING--storms! 


fa 
$00000 worth of encties on 0 ciaghe chermy day @ 


BARGAIN BASEMENT 








your feet wet. Direct subway entrances. 








When a buyer gets a by-line—it’s news 





ing at the Gano-Downs Co., Denver. 

The salesman may encourage the sale 
in one of several ways. He can call a 
saleslady to the shoe department. He 
can go and get several pair of hosiery 
and bring them to the customer. Or 
he can take the shoe customer to the 
hosiery department and introduce her. 
Regardless of the procedure followed, 
the salesman is credited with the 
bonus provided his efforts were re- 
sponsible for the sale. 

This plan proved so effective that 
the salesmen are now being encour- 
aged to sell bags to harmonize with 
shoes. On this merchandise they are 
given full commission if they bring 
the bag to the shoe department and 
actually make the sale. 

The most successful method of sug- 
gesting bags, it was found, is to bring 
the bag to the shoe department when 
the shoes are taken to the customer, 
laying the bag on an adjoining chair, 
but not saying anything about it. The 
customer will almost invariably notice 
that the bag matches the shoe and 
ask questions about it—paving the 
way for an effective sales presenta- 
tion. 

* * a 

“Fashioned of elasticized calfskin, 
a new leather that’s amazingly soft 
and comfortable — tremendously 
smart!” 

(Titche-Goettinger Co., 


—OPI— 


Bagging Your Shoes 

In the holiday spirit and to cele- 
brate their first anniversary manager 
H. M. Hamel of the Jarman Shoe 
Store, 1441 Broadway, New York, is 
giving away a $1.50 wardrobe bag 
with every pair of shoes purchased. 
The bag holds six pairs of shoes or 


Dallas) 
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BEST IDEA OF THE WEEK 
KEEPING BOX SCORES ON THE SLOW PLAYERS 
(The Major Shoe Co., San Jose, Calif.) 


O. P. Ideator—“I hear that you have a successful 
plan to help eliminate the ‘merchant’s nightmare’ of 
end sizes, odd colors and ‘white elephants’ left on the 
shelves at the end of a season.” 


Frank H. Seelig—“Yes, too many stocks are over- 
loaded today not because of poor style selection, but 
rather because of the failure to know what sizes, colors 
and heels are proven sellers.” 


O. P. Ideator—“Don’t most retailers keep fairly 
complete records of purchases and sales?” 


Mr. Seelig-——“Yes and no. It is always easy for a 
retailer to find out how many items he purchased at 
the start of a season, and also how many of these 
items were sold; but, how many retailers are in a 
position to know just exactly where the most action 
took place?” 


O. P. Ideator—“How does your system work?” 


Mr. Seelig—‘“In the operation of our five shoe de- 
partments we maintain composite sheets as to sizes, 
styles and colors. As, for example: in one department 
last Christmas we did a very satisfactory job on woolie 
slippers, but on our shelves were left too many pairs 
of threes, fours and fives. The following season when 
we made ready to purchase our supply of woolies for 
this department, we consulted our composite size sheets 
and found that the heavy action occurred in the sizes 
from six to nine. Our new purchases of woolies were 
as large as the previous season, the only difference 
being that we concentrated on those sizes that we 
knew were best sellers. By using our composite sheet 
on colors we purchased only those colors that we 


knew were proven sellers—ultimate sales were most 
satisfactory and carry over negligible.” 


O. P. Ideator—“Have you had any trouble in picking 
sizes to buy in open toe styles?” 


Mr. Seelig—“Yes. The first season we purchased 
along the same lines as we did with closed toe styles. 
We watched our composite sheets and we are now 
prepared to purchase open toe styles knowing ex- 
actly those which are the best selling sizes. Before 
we turned to our composite sheets we knew that there 
was something wrong with the big sizes, but, without 
actual facts, we could not tell whether the trouble 
rested in the fact that women with large feet objected 
to open toe styles or whether a foot that wore an eight 
in a closed toe needed only a seven or a seven and a 
half in the open toe.” 


O. P. Ideator—“What did your composite sheet 
show?” 

Mr. Seelig—‘In some cases the composite showed 
heavy action in the middle sizes up to seven and a 
half, and in other departments we noticed even dis- 
tribution, but practically no action in the larger sizes. 
We were then in a position to know that in this par- 
ticular community we were going to have to educate 
the women to open toes, and in all departments we 
were in a position to buy sizes correctly. 

“The real value of the composite sheet in this par- 
ticular case is borne out by the fact that had we come 
to a blanket conclusion involving all five of our depart- 
ments we would have been correct in the community 
that objected to open toes for large feet, but would 
have been wrong and would have lost many sales in 
the community that needed a different size schedule.” 





slippers 


and can be conveniently 


“Fancy Footwear for fancy Foot- 


—OPI— 





hung on the back of the closet door. 
7 ao * 

“Saucy little softie with square toe 
and heel. Feels like a bedroom slip- 
per, but you can walk miles and 
miles in it without wearing out your 
feet.” 

(Block’s, Indianapolis) 


—OPI— 


Window Cooperation 


Burt’s Shoe Store and Sally’s Dress 
Shop in Oak Park, Illinois, cooperated 
to put a vacant store between them 
to good use. With the renting agent’s 
permission they removed the board 
front and rebuilt and repainted the 
display window. 

Now they draw eyes with an attrac- 
tive display of women’s clothing and 
harmonizing shoes. 


work.” 


(Rhodes, Seattle) 
—OPI— 


The Hack Shoe Company, Detroit, 
draws that extra shoe tree business 
with this eye-catching sign in the win- 
dow: 





ADDED SHOE WEAR 
GROWS ON TREES 











> = » 


—OPI— 


“Twinkle, twinkle, little toes—as 
you float over the dance floor in these 
star-studded peek-toe and heel plat- 
form sandals.” 

(Arnold Constable, N. Y.) 


Go places in your January sales 
with these ad phrases for newspaper 
ads, window and display signs: 

“Goods that got the Gong.” 

“Prices drop in the shoe shop.” 

“January bouquets to lucky cus- 
tomers.” 

“We're 
kicks.” 

“Lots of shoes for boys and girls.” 

“January action Sales.” 

“Month end Sales.” 

“Odds and ends Sale.” 

“Mid-winter markdowns.” 

“*Clear the decks’ Sale.” 

“January business builders.” 

“Stock taking Sale.” 

“Pre-inventory Sale.” 

“Here’s spice for January 
pers. 


kicking out the Junior 


shop- 
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CONFIDENCE 
For 


BUILDS 
This DEPARTMENT 
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EDNA 
MeKNIGHT 


Despite a siege of rainy 

. this Woodward 
& Lothrop window drew 
many customers to the 
shoe Note 
the terraced steps and the 
gigantic Autumn leaves. 


department. 


TRADE 


I ncreased Younger Trade and a Steady Older Clientele Attrib- 
uted to Confidence in the Salesperson at Woodward & Lothrop 
Store, Washington; Clever Displays and Advertisements At- 
tract Customers to the Department. Good Merchandise and 
Correct Fitting Principles Bring Them Back Often 


WHEN one finds a shoe department like that of 
Woodward and Lothrop, Washington, D. C., where 
customers are increasing and, particularly, where 
young people are trading, an inquiry as to the reason 
is warranted. Certain superficial answers may come to 
mind, such as an increase in the city’s payroll or a 
shift in population, but in this instance the reason 
must be attributed justly to its source: sound merchan- 
dising policy and wise buying direction. After noting 
an attractive window display of shoes and observing 
the continuous fittings in the department we acted on 
the assumption that such was the case and had a talk 
with Miss Helen E. Collins, buyer of women’s shoes. 
Her explanation of the policies of the department made 
clear the reasons for the confidence it enjoys among 
its customers. 

It is true that young people in greater numbers are 
patronizing the department. On the other hand, the 
older clientele who for years have come to this well- 


known house to buy shoes of distinction are still trad- 
ing here. This means, of course, that the department is 
retaining its reputation for quality and reliability while 
making some new appeal to gain the attention and the 
loyalty of the younger generation. Fashionable shoes 
and a nice line of sports shoes are attracting younger 
customers, says Miss Collins, speaking out of more 
than five years’ experience with this department. Then, 
too, many of the advertisements and displays have been 
aimed directly at young people or in some way have 
tied in with youthful activities. The trade of young 
persons is profitable, inasmuch as their activities con- 
tinue all around the clock and they like footwear for 
every occasion. Altogether young people of today are 
so versatile and active that their interest in footwear 
ranges from oxfords and opera pumps to beach san- 
dals and skiing accoutrement. 

[TURN TO PAGE 39, PLEASE] 
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Fashion and Footwear te 
revue of Spring and 





BOO 
T ann SHOE RECORDER, 
ecember 17, 1938 


General 
Hugh S. Johnson 


k at National Boot & 


Shoe Manufacturers Asso- 


ciation moon meeting. 
columnist and commenta- 
tor of national reputation 


Attend all-i 


talent of the 

1000 shoemen will mix and mingle at this 

night get-together. 
Visit the movie 

of leather. manuia 

and store service subjects 


and educate. 
Inspect hundreds of lines—know the 
values and buy intelligently at the Fair. 
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nufacture 
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fea- 


processes of shoe manufacturing are 


fashion trend—buy 


future 
e, at the Fair. 
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School girls like change and variety so this store caters to their tastes by constant rearrangement of displays and 
also in the fitting chairs which may at one time be placed as above or may be placed in groups around the interior. 


Promoting School Trade Pays Dividends 


ALLLEN’S, women’s shoe store in Amarillo, Tex., 
might truly be called the school girls’ store. Allen’s 
caters to the school girl, advertises for and with the 
school girls, and trims his window for them. Recently 
éne pair of shoes he placed in his window decorated 
a-la-school-girl sold ten pairs of similar shoes in the 
next 24 hours. 

A. B. Sanders, manager of Allen’s, says it is easy to 
attract and hold the high school girl’s trade. “We 
play fair with the girls. They come and ask me to 
place an ad in their paper. I say, ‘O.K. girls. Will 
you buy your shoes from me and will you tell the other 
girls they are Allen’s shoes?’” 

Sanders does play fair. He carries page ads in the 
local high school paper, often gives them the same 
amount of advertising he places in the city paper. He 
responds liberally to every call they make for dona- 
tion or for sponsorship. It is his opinion that the high 
school girls themselves are his biggest advertising 
medium. 

“I boost them and then they boost me,” is the way 
he stated it. “That window out there was for school 
girls.” 

The back scene of the window represented a campus. 


An Active Interest in Local Scholastic A ffairs 
Plus Varied Displays of Student Interest, Has 
Built a Profitable Business for Allen’s Shoe 


Store Among Amarillo, Texas, School Girls 


evidently school was just out, for the inset scene showed 
two school girl models swingoff in Allen’s shoes. 
Another girl with strapped books flung down was 
seated on the steps and waving to someone. The set- 
ting and characters showed life and vigor; the full 
life and vigor of buoyant youth. 

Buoyant life means football to high school girls. 
Allen’s boosts the local football team. Almost center 
in the window trim was a beautifully lettered schedule 
of all games the home team would play, with time and 
place of the game clearly stated. Below was the neat 
suggestion, “Wear Allen’s shoes when you see the 
‘Golden Sandies’ win the state championship.” Ar- 

[TURN TO PAGE 40, PLEASE] 
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BUY as you SELL 


The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 





one “If a $5 Gold Piece Falls Thru 
etn a Crack in the Floor”—is the 
| ean title of our instruction brochure 

leather back for keeping stock records :— 
Supplied with each order for 


pn cesral the Stock Record System. 














One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded — 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number— 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in con- 
junction with the MASTER STOCK 
SHEET and the central office CONTROL 
FORM, also a COMPARISON FORM for 
sales of total pairs by seasons and years, 
gives the merchant-owner complete stock 
control with style and sale trend. 





Complete Working Outfit $7.25 
(West of Denver........ $7.75) 


Consists of: 

Black Cloth binder—1144” x 13%” 

100 Daily Sales and Stock Sheets, (Form 

# 100) and 1 Comparison Form 

2 Inventory Pads (100 sheets) 

2 Buying Order Pads (50 sheets) 
Se8ecene (or 4 of each, as preferred) 

1000 Carton Tickets and Clips 


Above, not including Carton Tickets.... 5.00 
(West of Denver 


Postage Prepaid—Check with order, please, unless 
C.O.D. Shipment is preferred. 
Orders filled jor any forms preferred. 
(New Revised Fifth Edition) 
Special Quantity Price: 


400—Daily Sales and Stock Sheets (Form No. 100).............+++ $9.00 


Shoe Carton Tickets and Clips: 





PROFIT CHARTS—25c. each; an accurate method of figuring 
selling prices. 


WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 


209 So. STATE STREET 
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STEWART & POTTER COMPANY 


BRANCH: UNITED LAST COMPANY 
372 CLASSON AVENUE, BROOKLYN, N. Y, 
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GO SOUTH! SHOEMEN 


All roads will soon lead to and from 


Chaslotte Shoe Fair 


CHARLOTTE, N. C.—JAN. 8, 9, 10, 1939 


HOTELS CHARLOTTE and SELWYN 


For reservations of display space—apply to 


MESSRS. 


SANDERS AND CURRAN 
HOTEL CHARLOTTE 


The Charlotte Shoe Fair 
is Under the Personal Direction of 


ROBERT LEVINE 
Hotel Charlotte—Charlotte, N. C. 


To Be Held 
At 


MR. BROOKS 
SELWYN HOTE! 











American Shoes Go Dutch 


[CONTINUED FROM PAGE 15] 


and all its numerous offspring have 
swept the country during the past year, 
especially for the college boys and 
girls first, then for the high school 
and younger ages. (See BooT AND 
SHOE RECORDER articles in the Sept. 24 
issues.) 


The low heel—in a variety of in- 
teresting shapes—on the American 
Dutch shoe is another reason for its 
popularity. As one manufacturer said, 


“Women are ready for shoes with 
lower heels if there is some new look 
to them.” Not only the heel, but this 
whole shoe, has a decidedly new look. 

The rocker sole is, of course, the out- 
standing innovation. Here the influ- 
ence of the platform sole can be traced. 
On the original platform shoe with its 
thick clog sole, a rocker bottom became 
almost a necessity for locomotion. The 
only way to get a toe spring on this 
inflexible bottom was by a rocking mo- 
tion forward. From this, the idea de- 
veloped that a slight curving of the 
sole at the toes would give increased 
flexibility to all platform types. (One 
shoe expert considers that a platform 
sole is a necessity for foot comfort 
on a shoe with rocker bottom. Other- 
wise, she feels, that this type of sole 
may be a little hard on the metatarsal 
arch.) 

Other explanations for the acceptance 
of the rocker bottoms have been given. 
One last maker claims the influence of 
the open-toed shoe in making the 
eurved sole a popular style. Women 
have become used to wearing shorter 
shoes (a half to a whole size smaller) 
in open-toed patterns. They can con- 
tinue to do so, he believes, in a rocker 
bottom shoe whose curved toe gives the 
Same extra room as the open toe. 

The active interest of the American 
shoemaking industry in this new type 


of pattern began last February, several 
months before the Nurmis shoes were 
in the store. A leading company of last 
makers developed a walled last with 
rocker bottom. Its Dutch origin ap- 
peared in its name—“The Amsterdam” 
for men, “The Gretchen” for women. 
Then, a number of months later, an- 
other important last maker brought 
out a similar last. The adoption of this 
idea by two outstanding last makers 
definitely launched the new idea. 

At once American shoemakers began 


Largest Hide 





This large Swiss hide, 131 inches long 

and weighing 192 —, is spread out 

at the Henry K. Co., m, 

Be pas Manette am The bull 

to whom it formerly belonged, weighed 
more than 3000 pounds. 


The best of this hide, expensive as well 

as big, will be made into mechanical 

leathers and the lesser portion into 
shoe and glove leathers. 


to make this own versions of the Dutch 
or Finnish pattern, discarding the 
wooden sole but retaining the rocker 
bottom and some of the characteristics 
of the original upper. 

First to appear was the “Zuider 
Zee,” a patented design made by one 
of the leading manufacturers of high 
style shoes and promoted by Saks-Fifth 
Avenue over two months ago. It had 
the closed front, the rocker bottom sole 
and the slightly “clumsy” look of a 
typical Dutch wooden shoe. This thick 
look was due to the walled last and 
also the platform sole. It has been the 
sensation of the early Fall season and 
continues to be the most revolutionary 
shoe of the season as proved by the 
number of its imitators. 

At Bonwit Teller where, in addition 
to the original Finnish Nurmis, an 
American version is now selling, there 
is a growing consumer interest. This 
shoe is now selling well in white for 
Southern and resort wear. 

In both these stores a definite pro- 
motion job has been done. I. Miller 
stores have also been selling a Dutch 
type shoe for some time, but they have 
not promoted it beyond showing it in 
their windows and at the fitting stool. 
In this way they have done a con- 
siderable business. They are not cer- 
tain, however, that this closed pattern 
will carry into warm weather and they 
may bring out a more open version 
later on. 

Its suitability as a Summer shoe is 
being questioned by a number of 
thoughtful shoe men, but smart women 
are buying it right now for Southern 
resorts and their experience in wear- 
ing it will be the answer to this ques- 
tion. In the meantime, manufacturers 
in all price brackets are bringing out 
one or more versions for Spring. 

Another problem is the question of 
fit. One of the leading manufacturers 
of high style shoes is still hesitating 
about including it in their Spring line. 

[TURN TO PAGE 38, PLEASE] 

















4. 


“Cc” — Bright blue 
en white back- 
background. 





“I"——Purple & yel- 
lew on pink back- 
ground. 


Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blank tickets, show- 
ing the design only, are 
also available. 

We have in stock a com- 
plete selection of designs 
and color combinations. 








RECORDER 
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SELL THOSE WINDOW SHOPPERS 





“KY” Blue and yel- 
lew on white back- 
ground. 


6 Dozen 


$1.10 


12 Dozen 


$2.00 


* MERCHANTS SE 


“M”"——Geld & green 
eon white back- 








SPRING PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 





5 


“V"—Green & 





ground. 


The size—12” x 2%” —is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per grose—$2.25 per 
half gross. 


We will send a circular showing actual samples, at your request. 


ICAGO 


lew on white back- 


yel- 





ILLINOIS 


ONUIVIVi « 


e424 7¢ 8 AOGshi aA 


L 





WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





COLORFUL AND EFFECTIVE 


SERVICE 


MONTHLY 


HOLDERS 


BLANK 
TICKETS 





No. | 


$5.00 





No, 2 


4.00 


4 





No. 3 


3.00 








No. 4 





2.25 
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THIS WEEK IN THE 


Saturday. December 17, 


i938 


Natienal News 





Big Attendance Expected at Michigan Show 


The Convention Committee for the coming Michigan Shoe Fair, shown above, 

are, top row, left to right: Bruce Dickman, Program Chairman; Robert Murray, 

secretary of the Michigan Retail Shoe Dealers Association; Herbert Burr, Fashion 

Show Chairman; Nathan Hack, Publicity Chairman; Herman Schwartz and Moe 
Canter, Co-Chairmen of Advertising. 


Seated: Frank J. McCloskey, President, Michigan Shoe Travelers Club; Clyde K. 
Taylor and Herman Meyers, Convention Chairmen; Richard Schmidt, President, 
Michigan Retail Shoe Dealers Association. 


Detroit, MicH.—Plans for the an- 
nual Michigan Shoe Fair to be held 
January 8, 9 and 10 at the Hotel Stat- 
ler in Detroit are being actively for- 
warded by the Convention Committee. 
Over two-thirds of the reservations 
have already been made and all exhibi- 
tors at last year’s show will repeat at 
this. About 165 exhibitors and about 
8,000 shoe men are expected, accord- 
ing to Nathan Hack, publicity chair- 
man. 


The keynote speakers of the Show 
and meetings will be Arthur D. An- 
derson, editor of Boor & SHor ReE- 
CORDER, and Harold R. Quimby, editor 
of Creative Footwear. 

The Convention Committee held a 
meeting recently at the Hotel Statler, 
meeting jointly with the fashion edi- 
tors of all three Detroit newspapers. 
Plans were made for the style show 
which will be held on Sunday, January 
8. Mary Gray, well-known radio com- 


mentator on Station WJR, will be 
official commentator for the show. 

This will be the first time in many 
years that the public will be permitted 
to attend the style show. Because of 
the large number attending, two shows 
will be held, one at 7 and one at 9 
o’clock. 


Racine and Holland 
Shoe Firms Merge 


RACINE, Wis.— Announcement was 
recently made to Holland and Racine 
shoe dealers of a merger, effective 
January 1, of the Holland Shoe Com- 
pany, Holland, Mich., with the Racine 
Shoe Manufacturing Company, Racine, 
Wis. Both companies are well estab- 
lished shoe firms, each having been 
founded over a quarter century ago. 

According to Jens Jensen, president 
of the Racine Shoe Company, both 
plants will continue in regular opera- 
tion and both lines will retain their 
own brand identities. Added sales op- 
portunities for Holland and Racine 
shoe dealers are foreseen from the 
merger, Mr. Jansen stated. “By com- 
bining their resources and manufac- 
turing experience, the component com- 
panies will be able to offer greater 
shoe values, a wider variety of new 
shoe styles and increased advertising 
to consumers.” 


Goodsite Named 
Women’s Shoe Buyer 


Extmma, N. Y.—Charles Goodsite, 
for the past four years buyer of wo- 
men’s shoes for the Gorton Co., Elmira, 
N. Y., will buy and merchandise the 
women’s shoe department for Rosen- 
baum’s, here. 
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Slippers 











Dancing Shoes and Taps 





PLEXIBLE TAP DANCING SHOES s 
Uabtening 
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Nelson Namel Vulcan 
Plant Manager 


New York—Eric V. Nelson has been 
appointed manager of the Vulcan Cor- 
poration heel plant at Clyde, N. Y. 
He has had wide experience in this 
industry and is receiving congratula- 
tions from many friends in different 
parts of the country on his‘ new posi- 
tion. 





ERIC V. NELSON 


Mr. Nelson, a young man of excep- 
tionally pleasing personality, has been 
busy in the wood heel business for 12 
years, the last seven of which he has 
been associated with Vulcan Corpora- 
tion. He has spent six months at the 
home office and plant of Vulcan at 
Portsmouth, Ohio, six months in the 
same work at the Johnson City, N. Y., 
plant of the company, one year work- 
ing out of the New York office of the 
company, and five years in the St. 
Louis territory. For the past two 
years he has been manager of the com- 
pany’s plant there. 





Leather Firm Names 
New Officers 


PHILADELPHIA, Pa.—At the annual 
meeting of Mitchell & Peirson, Inc., 
Philadelphia, manufacturers of glazed 
kid, George F. Peterson, who has 
been connected with the sales depart- 
ment of the business for a period of 
20 years, has been elected vice-presi- 
dent in charge of sales, and H. B. 
Shriver, who has served over a period 
of 30 years in the raw stock depart- 
ment, has been elected to the office of 
secretary. Frank C. Donovan, promi- 
nent Boston leather merchant, whose 
firm, F. C. Donovan, Inc., has 
always represented Mitchell & Peirson 
in the New England and New York 
State territories, has been elected a 
member of the board of directors, the 
other officers and directors being con- 
tinued in office. 





for youngsters 


Back of these superlative little shoes is an 
organization of specialists who know a great 
deal about the shoe requirements of grow- 
ing feet. Lasts, patterns and construction 
have been developed with the cooperation 
and approval of leading medical men. When 
| you sell these best-known little shoes you 
sell fit, comfort and satisfaction thet build 
business. 


| MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 











omer mee mee 


Riding Boots 


mere il i elie ed 


* * STAR VALUES x x 
J 












IN STOCK 
Men's and Women’s 
Send for Catalog 


THE ARNOFF SHOE CO. 
101 Duane St. New York City 


No. 910 
$4.25 




















Schwartz Joins Packard Co. 


New York—Joseph B. Schwartz, for 
19 years with Excelsior Shoe Company 
of Portsmouth, Ohio, and for the past 
five years with General Shoe Corpora- 
tion of Nashville, Tenn., has joined the 
sales staff of the M. A. Packard Com- 
pany of Brockton. He will cover the 
Metropolitan district, and will main- 
tain a sample room in the Marbridge 
Building. 
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How to Speed Sales in January 


[CONTINUED FROM PAGE 21] 


they realize that although they may be 
saving several dollars on the sale shoe, 
they will have to spend twice the 
amount saved in order to get a com- 
plete new set of accessories to match. 
Consequently the customer is willing to 
pay more for the latest style in the 
color that matches the accessories.” 

The main problem in January, ac- 
cording to Mr. Applebaum is to pro- 
mote and introduce new shoes for the 
coming season. People will become ac- 
customed to look upon the store as the 
fashion center of the city and in this 
manner the slow season during the be- 
ginning of the year can be stimulated. 

Mr. Applebaum’s shoe department 
sells ladies’ shoes from $5.50 to $14.75. 
The shoe brands that are featured are 
the I. Miller’s and the Selby’s Arch 
Preserver. 

In an orthopedic shoe store, the sales 
strategy during January is somewhat 
different. Harvey Dyer, president of 
the Dyer Orthopedic shoe stores of 
Madison, Wis., Rockford, Ill, and 
Evanston, IIl.,*declares that the most 
successful way to boost January busi- 
ness is by clearance sales. 

“Clearance sales,” says Mr. Dyer, “defi- 
nitely stimulate business. Competition 
makes it necessary today to have a 
sale during this month because it is 
being looked for by the public. 

“If you want to lower the customer’s 
resistance you must lower the price.” 

The lowering of prices depends ‘large- 
ly on the merchandise that each store 
has on hand. Mr. Dyer cautioned that 
sensible reductions varying from 15 to 
25 per cent of the original cost of the 
shoe must be made. 

“A store that has its good-will firmly 
established does not go in for ridicu- 
lous price cuts,” says Mr. Dyer. “It 
would be lowering the store’s prestige 
to undertake such a risk.” 

Two sales a year are held by the 
Dyer Orthopedic shoe stores. One in 
January and one in August. The sales 
usually last three weeks. 

Mr. Dyer calls the January period 
not a slump season, but a sale season. 
The weather, he declares, plays an im- 
portant part in determining the sales 
during this time of the year. His sale 
season usually extends to Feb. 15. 

M. W. Parkinson, manager of the 
shoe department in Miller’s ready-to- 
wear store in Madison, is one of the 
users of the direct mail advertising. 

From the personal mailing list col- 
lected by the store during the year, 
Mr. Parkinson sends out letters to all 
of the customers informing them of the 
bargains. 

“Window trimming,” says Mr. Park- 
inson, “is the main item I stress dur- 
ing the January period. I give my win- 
dows more care. Change the trim more 
often. Stress price and bargains.” 

Mr. Parkinson’s shoe department fea- 
tures the Fashion Thimble shoe with 
prices from $1.99 to $4.95. 





Situated on the lower campus of the 
University of Wisconsin, Mr. Edwin 
O. Olson’s shoe department in the Uni- 
versity Co-op department store, has 75 
per cent of his trade dependent on col- 
lege students. 

Although Mr. Olson agrees that the 
slow period is from Jan. 1 to March 15, 
his shoe business does not have a great 
fall as do other merchants on “The 
Square.” The second semester spurt 
adds considerably to the gap of busi- 
ness ordinarily present. 

With new students entering the Uni- 
versity during the latter part of Janu- 
ary and the beginning of February, 
Mr. Olson’s shoe business is stimulated 
by this student trade. This unique set- 
up lessens the drop in the business 
slump in his department. 

“Because of the great drains on the 
college man’s income,” says Mr. Olson, 
“he is more value-minded. With more 
expenses to account for, he takes ad- 
vantage of the sales during the slow 
season and loads up on bargains.” 

During the January season, Mr. 
Olson has his salesmen devote more 
time to their sales talk and in the 
showing of more styles. Prices are 
made attractive through the various 
sales campaigns. 

The average price shoe that the col- 
lege man today buys, declares Mr. Olson, 
is about $6.50. Mr. Olson’s shoe depart- 
ment is for men only. Nunn-Bush, 
Edgerton, :nd Freeman shoes are sold. 
Prices vary from $4.00 to $10.50. 


Shoe Show to Be Held in Tulsa 


TuLsa,. OKLA.—Designed for con- 
venience of retailers who cannot go to 
Chicago to attend the National Shoe 
Show or to the sectional shows too far 
away from them, the first annual Mid- 
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Continent Shoe Show will be held in 
Tulsa, Okla., Sunday, Monday and 
Tuesday, Jan. 22, 23 and 24, 1939, at 
the Mayo Hotel. 

Shoe travelers covering Kansas, 
Oklahoma, Arkansas, northern Texas, 
southern Missouri and western Ten- 
nessee will show their lines, and a large 
attendance of buyers throughout that 
territory is indicated, according to 
show officials. 

The Mid-Continent Shoe Show will 
be held each year immediately follow- 
ing the southwestern event, which in 
turn follows the national show. 

Experienced shoe men are in charge 
of details for the new show, which was 
originated by them, and the Mid-Con- 
tinent show is expected to be a valu- 
able addition to the trade’s sectional 
exhibits from year to year. 





Officers Elected by 


Southern Travelers 


Boston, Mass.— The Nominating 
Committee of the Southern Shoe Tra- 
velers’ Association for 1939 met De- 
cember 8, and presented the following 
names for election: Harris Barnes, 
president; J. A. Richardson, vice-presi- 
dent; and Frank M. Colburn, secretary- 
treasurer. 

The Entertainment Committee, com- 
posed of George L. Starks, J. A. Rich- 
ardson and Frank M. Colburn, pre- 
sented plans for the yearly meeting 
and dinner which is to be held at the 
Westminister Hotel, Boston, December 
8. Oran McCormick is to present some 
of the latest pictures he gathered to- 
gether in his recent trip around the 
world. 

The Southern Shoe Travelers’ Asso- 
ciation, composed of shoe salesmen who 
travel south of the Mason-Dixon line 
and carry lines made in New England, 
is the oldest organization of commer- 
cial shoe travelers in the country. 





Prize-Winning Window in Display 


Contest 





St. Louis, Mo.—This Stix, Baer & Fuller window was first prise winner in the 
Fall Jolene Window Display Contest, sponsored by the Tober-Saifer Shoe Co. 


main theme was handled—and the added interest 
film, the camera and the stars. 








WHERE 
TO 
BUY 


Men's Shoes 





“HIGHEST GRADE ONLY” 
EAST WEYMOUTH, MASS., U. S. A. 


Bowling Shoes 


PROFESSIONAL 
BOWLING SHOES 
, Women's Oxford 
$2.30 5¢ less 
Combination Sole 
Right Foot 
Rubber Sole 
Rubber Hee! 
Left Foot 
Buckskin Solr 
Rubber Hee! 


Inner Soles and Counters 


1 Oe re er er 


‘1m a 
FRIENDLY 
$0. Z er’ 


NMEWFLEX P-'GSKIN 


EDGAR S. KIEFER TANNING CO. 
223 W. Loke St, Chicage * Tenneries: Grand Repids, Mich. 








——— 


Hold Annual Employee 
Dinner 


HARRISBURG, PA.—Smith Brothers 
entertained the employees of their Har- 
risburg, Williamsport and York stores 
at their annual turkey dinner, recently, 
at the home of Joseph S. Smith, presi- 
dent of the firm. 

Earle Williams, representative of the 
Bancroft Walker Company, was the 
speaker at the dinner, giving the high- 
lights for the coming Spring season. 

Those present from New York were: 
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October Production 

Gains Over °37 

PRODUCTION OF BOOTS, SHOES, AND 
SUPPERS, OTHER THAN RUBBER 





LIONS 
OF Pane 
hou 


‘Telelilelalelalgielalels 











Washington, D. C.—Latest figures on 
total production of boots, shoes and 
slippers, other than rubber, during Oc- 

r, 1938, released recently by the 
Department of Commerce, amounted to 
34,616,562 pairs, a decrease of 9.2 per 
cent, or 3,528,889 pairs, from the pre- 
ceding month, September. However, 
this figure represents a gain of 19 per 
cent, or 5,524,925 pairs over the total 
reached i last year. In the 
ten-month period, January to October, 
inclusive, total production so far this 
year shows a decrease of 11.2 per cent, 
or 41.279,972 pairs, from the corre- 
sponding period last year. 

In October, 1938. men’s dress shoes 
showed a gain of 1,232,238 pairs over 
the same month last vear but a derrence 
from Sentember, 1938, of 278,682 
pairs. In like manner. men’s work shoes 
showed a gain of 712,563 pairs and a 
decrease at 48,106 pa'rs; women’s 
shoes, 1.668.256 pairs and 3.448.219 
pairs: vouth:’ and bovs’, 543,483 pairs 
and 165.412: misses’ and children’s, 
1.053.355 naire and 276,331 pairs; in- 
fants’, 208,178 pairs and also a zain 
from September, this year, of 60,253. 





Myer Smith, vice-president of the 
firm; John Hamilton, manager of the 
York store. and Harry Madanick. Those 
from the Williamsport store attending 
were: Louis Smith, secretary of the 
firm: Jake Goldbitz, manager of the 
Williamsport store, and Myer Levin, 
and from the Harrisburg store were 
Harry Auslander, manager, Babe Kle- 
van, William Cooper and Miss Beatrice 
Marshall. 


Successful with Woven Shoes 


CINCINNATI, OHIO—Longini Shoe 
Mfg. Company reports excellent accep- 
tance of their new Spring line of woven 
shoes, based on the results of the first 
four weeks of selling. Production has 
been stepped up so that orders may be 
filled promptly. Although many color 
combinations are featured in the line, 
it is noteworthy that the all-over nat- 
ural color is most popular. 

A line of men’s shoes in both crepe 
and leather sole has been added. 


No magic, no mystery. Just get your share of 
good business in good Bass Ski Boots. Smartly 
advertised in Esquire, Vogue, Town and Coun- 
try, Ski Bulletin, and Ski Annual. Popular be- 
cause they're promoted. And profitable? . . . 
Write today for the full story. Remember, we 
make outdoor footwear for every purpose. 
Price list and booklet free. G. H. Bass & Co., 
Dept. BS-8, Main Street, Wilton, Maine. 


Bass!'Book 





MADE BY G. H. BASS & CO. 





American Shoes Go Dutch 
[CONTINUED FROM PAGE 33] 


They say that it is too loose in the 
heel and too open at the side. As one 
observing retailer put it, “They are 
shoes you walk right out of.” 

This difficulty is being solved by 
higher sides and, sometimes, a goring 
adjustment over the instep. (The in- 
step, by the by, is occasionally a fitting 
problem. I saw one woman who could 
not wear one of these shoes at all be- 
cause her instep was too high. Of 
course, the same woman has trouble 
with other high front patterns. In the 
oxford versions, the sides are definitely 
high. In pump types—which are also 
being made—they are constructed on 
the same lines which make a pump se- 
cure on the foot. 

Another question which time alone 
can answer is the relation of the rocker 
bottom to foot comfort. Does this sole 
throw the weight too much on the 
metatarsal arch and will women with 
weak arches suffer accordingly? It 
seems as though the curve of the sole 
is so slight that it will have very little 
effect on the tread, but experience will 
decide the matter. The platform sole, 
which is the usual type on these shoes, 
may supply the necessary padding to 
protect the arch. 

There is a variety of interesting 
versions on the market, including a 
beach shoe with cork sole and leather 
upper trimmed with cork. This is an 
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New Rockland Firm Making Women’s Shoes 


adaptation of an all-cork sabot de- 
signed some months—a beautiful but 
very expensive shoemaking job. 

At present, the pattern is limited 
almost exclusively to walking types 
with a 14/8 heel or lower but there is 
talk of a higher heel in dressier types. 

Just how popular this Dutch idea is, 
is shown by these figures—a large 
chain store ordered 35,000 pairs re- 
cently, and a large mail order house, 
22,000 pairs. Prices range from $1.98 
to $16.75, with one leading retailer fix- 
ing on $8.75 as the logical price for 
this type of shoe. 

Looking to the future, these shoes 
may sweep the country as the saddle 
oxford and “Barge” and its various 
descendants have done, becoming the 
favorite of the college to little brother 
and sister ages. Or, they may go into 
dressier patterns and continue to be 
chiefly a grown-up pattern, in spite of 
the fact that the youngsters will also 
wear certain versions of it. It will 
probably get into its stride next Fall 
when women will be tired of opened-up 
patterns but will still crave plenty of 
toe room. 

In any event, watch this new fash- 
ion. It is going places and you do not 
want to be left on the dock when the 
boat pulls out. 


Confidence Builds Trade 
For This Department 


[CONTINUED FROM PAGE 26] 


Shoes as advertised by this depart- 
ment store take on a new dignity and 
interest in the minds of potential cus- 
tomers through the use of photographic 
inserts in the copy—pictures telling a 
human story and showing the uses of 
shoes. Aside from customer appeal, 
the advertisements tend to make the 
work of the salespeople more interest- 
ing. Another phase of the advertis- 
ing policy which calls for attention is 
the practice of mentioning the country 
of origin of various types of footwear. 

Clearly, then, well-timed window dis- 
play plus definitely pointed advertis- 
ing account in no small degree for the 
rising figures for women’s shoes in this 
well-established Washington house. 
Moreover, the trade once attracted is 
held through careful service in fitting. 

“We insist on giving a customer as 
nearly a correct fit as possible,” says 
Miss Collins, the buyer. “The assistant 
buyer supervises the new salesperson 
in this respect, teaching him or her 
various lasts and the types of foot to 
which each is adapted. We would 
rather lose a sale than say that a shoe 
fits when obviously it does not.” 


To Represent St. Louis Firm 


St. Louis, Mo.—Norman McDonald, 
sales manager of Johnson, Stephens & 
Shinkle, announces that Phil Rush has 
been appointed their Southeastern rep- 
resentative. Mr. Rush succeeds Hugh 
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Officers in this new Rockland firm are, from left to right: George E. Keith, 
president; E. W. McCain, vice-president, and James P. Keith, secretary- 
treasurer. 


ROCKLAND, Mass.—The South 
Shore’s newest shoe concern, Keith, 
Keith & McCain, Inc., has taken over 
the former Lynch factory on Grove 
Street in this town and is busily en- 
gaged in building its sample line for 
the Spring season. High-style shoes for 
women, made by the Sbicca-Del Mac 
process, will be featured to sell at retail 
in the upper middle price brackets. The 
complete liné will be on exhibition at 
the National Shoe Fair in Chicago, 
January 3, 4, 5 and 6. The new com- 
pany begins its career with a capital 
of $200,000. 

At the head of this concern is George 
E. Keith, of Brockton, who recently 
resigned his position as sales manager 
of the George E. Keith Company, after 
having been associated for ten years 
with the company of which his grand- 
father was the founder. Associated 
with him are James P. Keith, who also 
has resigned his position with the same 
company, of which he was treasurer, 
after having been associated with them 


for twenty-eight years; and E. W. 
McCain, formerly sales manager of 
the Wolff-Tober Shoe Manufacturing 
Company of St. Louis, and well known 
as a style expert. At the first meeting 
of the directors, held December 7, 
George E. Keith was named president; 
Mr. McCain, vice-president; and James 
P. Keith, secretary and treasurer. 

Other members of the executive per- 
sonnel include Albert Leone, a manu- 
facturer for a number of years and 
more recently with I. Miller & Sons, 
Inc., who will be in charge of factory 
and quality; and Earl Baldwin, for- 
merly of St. Louis, who will assist Mr. 
McCain in styling the line, and who 
will, also, be in charge of the pattern 
department. 

The factory, which has ben com- 
pletely remodeled, was laid out by ex- 
perts to achieve the maximum in 
efficiency and fast production and 
equipped with the most modern ma- 
chinery available. It will have a ca- 
pacity of 2000 pairs per day. 





McLeary, who recently passed away. 
He had been pinch-hitting in this ter- 
ritory for a couple of months during 
Mr. McLeary’s recent illness. 

Mr. Rush has been with Johnson, 
Stephens & Shinkle working in the St. 
Louis headquarters for the past 12 
years. He, therefore, steps into his 
new position thoroughly trained and 
well able to serve the company’s dealers 
in the Southeast. His territory in- 
cludes the States of Tennessee, Georgia, 
Florida, North and South Carolina. 


Manfield to Move Sales Offices 


PHILADELPHIA, Pa.— The American 
headquarters of Manfield & Sons, of 
Northampton, England, makers of rid- 
ing and other types of boots and shoes 
for men, announces their removal from 
their present location, 1630 Ranstead 
Street, to 325 Arch Street, Philadel- 
phia, on Jan. 16, next. 

Mr. McKnett, manager, states that 
there will be many advantages of the 
change when made. Sufficient room is 


available to adequately take care of 
the increased stock, to which has re- 
cently been added several new styles, 
as well as the stock lines of boots. 

Another reason for the move is that 
the new location is more accessible to 
the shoe buyer, since it is located in 
the heart of the shoe district. 


Jarman Shipments 
Show Increase 


NASHVILLE, TENN.—Net shipments 
of the General Shoe Corporation, ac- 
cording to President Maxey Jarman, 
for the month of November showed an 
increase of 53 per cent over November 
of last year. Certain factories of the 
corporation are said to be having diffi- 
culty in filling orders. Salesmen for 
the company report an improvement in 
business conditions dating back to the 
first week in November. 

General Shoe Corporation has added 
two new manufacturing units during 
the year. 





TO 
BUY 


> 


Dancing Shoes and Taps 





PROFESSIONAL TAP DANCE SHOE 
IN-STOCK DUCHESS 


White Side 
12 é a 0 08 
“8 AB and $f 
4 AB and C $1.50 
DAVID T. NATHAN 
138 Lincoln St., Boston, Mass. 


TOE 
PLATE 











Store Fixtures 


HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


HOWELL Sines: 











Promoting School Trade 
Pays Dividends 
[CONTINUED FROM PAGE 30] 


ranged in front of the sign, but in no 
way obscuring it, was a display of 
sports shoes. 

The companion window on the other 
side of the entrance was a hiking 
scene, but this definitely tied in with 
school life, for it was here that Mr. 
Sanders displayed the pair of natural 
shags that “ganged them up” before 
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Board of Fashion Forecasters Meets 


Members of the Queen Quality Board of Fashion Forecasters and editors of sev- 


eral fashion 


magazines were guests of T. F. Byrnes, sales manager, 


Queen Quality 


Division of International Shoe Company, St. Louis, at a luncheon recently at Coq 
Rouge restaurant, New York. Mr. Byrnes is shown top left in the picture. Reading 
left to right his guests are: Majorie Hillis, author of “Work Ends at Nightfall” 
and “Live Alone and Like It” who is a board member; Doris Burrell, special rep- 
resentative for Queen Quality; Willys of Hollywood, hosiery designer and stylist 
who is a board member; Cora Scovil, creator of the famous Scovil manikins and 
also a board member; Kay Silver of Mademoiselle magazine: Dora Miller, fashion 
writer and reporter, the fourth board member; Stafford Cowan of the Hoover 
Hosiery Company; Eleanor Scully of Vogue; Alice Dowd; Alice Richardson of 
Harper’s Bazaar. 





his windows. The shags were lettered 
across each toe to boost the “Golden 
Sandies,” Amarillo’s football team that 
has been state champion several times. 
One shoe carried “Golden” while its 
mate said “Sandies.” 19 and 38 were 
paired beneath the name while STATE 
and CHAMPIONS were lettered near 
the toes. Appealing phrases as “Toe 
that Mark,” “Tugboat Annie,” “Jitter- 
bug,” “Get in Step” and “Flatfoot 
Floogies,” were on the sides. 

Did it take? The boys and girls 
pushed and shoved before the window 
and Allen’s sold ten pair of similar 
shoes within the next 24 hours. 

Mr. Sanders declared it is not hard 
to hold high school girl trade. 

“We treat the school girl just as 
considerately as we do her mother; 
show her just as many shoes as she 
wants to see, and never rush her. After 
all, a new pair of shoes means more 
to her than it does to her mother. It 
may mean just another pair of shoes 
to the older woman, but her shoes are 
a vital part of life to the school girl. 
We remember this fact when she is 
huying and act accordingly.” 

Mr. Sanders listens to the girls talk 
as they shop and thus he learns their 
taste and gets the feel of their en- 
thusiasms. He ties this into his buy- 
ing and other business deals. 

A girl’s enthusiasm is illustrated in 
the manner with which the multi- 
colored shoe strings have sold at 
Allen’s. A pair is always laced into 
the oxford being shown, it only adds 
ten cents to have the extra pair, and 
girls get the thrill of choosing, even 
when they do not take both pairs of 


strings. Shoe strings are only little 
things, but they can definitely tie-in. 
Mr. Sanders realizes that girls like 
change and variety. The hosiery and 
purse counters at the front of the store 
have new displays almost daily. This 
change is also followed in the shoe 
section, or in the real store. One week 
the fitting chairs are ranged around 
the walls, the next there is a straight 
row of double seats through the store, 
then again there will be several 
V groupings, but always there is 
change to keep in step with youth. 


1.A.D.M. to Exhibit at 
N. ¥. World’s Fair 


St. Louis, Mo.—It was recently an- 
nounced by Syl C. Rieser, managing 
director of the International Associa- 
tion of Display Men, that plans were 
under way to have a day designated 
as National Display Day at the New 
York World’s Fair during the Conven- 
tion of the I.A.D.M., June 25-29, 1939. 

Living tableau of display work is to 
be presented in one of the auditoriums 
on the Fair grounds, possibly the Tex- 
tile building. One of the features of 
the exhibit will be a live model draping 
contest. The association is also plan- 
ning on sponsoring a contest built 
around New York World’s Fair mer- 
chandise. 

These contests are now in the form- 
ulative stage and details are being 
worked out between Mr. Reiser and 
A. C. Layton Newsom, director of mer- 
chandising, New York World’s Fair. 
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Ud (1) fa i oe 


OUR salesmen know him. He resorts to 

every subterfuge to evade the issue. . . 
to avoid saying “yes” while a salesman is 
present. He’s afraid that the salesman’s per- 
sonality is influencing him. So he retreats 
behind a defensive mask of uncertainty. His 
stock answer is an evasive “I'll think it over” 
or “Have to discuss it with my associates.” 


All a pose! He just wants to be alone when 


he makes up his mind. 
It is when he is alone that he reads Boot 


Highest editorial 
standards and pub- 
lishing integrity. 


BOOT AND SHOE RECORDER 


q bears the twin hall-marks of known value > 


and Shoe Recorder. He isn’t evasive then. 
He’s looking for progressive ideas about 
and news of the Shoe Leather and Allied 
Industries. In Boot and Shoe Recorder he 
is receptive to printed ideas—and that goes 
for the advertising pages, too. Your adver- 
tisement in Boot and Shoe Recorder gives 
you the chance to get in some good licks be- 
tween your salesman’s call and the Evasive 


Guy’s final decision. 


Proved reader in- 
terest in terms of 
paid circulation. 
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SALESMAN WANTED 


LINE WANTED 


FOR SALE 








SALESMEN 
Seoutestune at of children’ Be siting ‘me. a" 
makeup. A ‘covered 


— 
qualifications--line. = a ‘Chicago ariory corre 
i terviews not necessa’ 
Aaa Ne. 60 care BOOT AND SHOE RECORDER 
140 Federal Street, Boston, Mass. 








EXPERIENCED SALESMEN 
Complete, r-priced, established men’s dress 
ad - line. Furnish experience, —, New 
Hampshire, ‘Vermont. Michigan, Wisco..sin, Minne- 
sota. Iowa, Illinois, Misssut” Indirna, “Kentucny, 
Te nessee, Oklahoma. Non-competing side-line no 
object. 

Address No. 62, care 
BOOT & SHOE RECORDER, 
140 Federal St., 
Boston, Mass. 











SALESMEN wanted to sell a complete ipe of 
Children’s, Misses’ and Growing Girls’ rts 
and Dress Shoes in stock $1.00 to 12.08 
tailers for Western Penn., Ohio, — also 
Southern territories open. Address 
Shoe Recorder, 239 West 3 com gs 
New York, N. Y. 





MAN living around Chicago for Middle-west 

ong and around Los Angeles for coast 
territory, to die exclusive line of ladies’ low- 
heeled sport and dressy ty types, retailing around 
$6.75. Either side proposition or exclusively. 
Straight commission. ress $64, care Boot 
: Bue, Mewar, 239 West 3 39th Street, New 

ork, N. 





ALESMEN: To carry popular side line of 
infants’ prewelts on commission basis. SHOE- 

GRAve INC., 2947 N. 30th St., Milwaukee, 
is. 





SAL ESMEN—with established shoe trade to 
handle as sideline foot comfort article of 

en merit. Some excellent open. 
tate territory, line handled, and references in 
first communication. Address Air-Lock Rubber 
Products Co., Box 312, Santa Ana, California. 





BOSTON REP. WANTED 


THE undersigned, a shoeman well known to 
the retail shoe trade of Boston and surround- 
ing cities with established store and office in 
Boston is de~irous of representing manufacturers 
of shoe findings, foot appliances, or any other 
articles saleable in the retail shoe trade. Will 
accept any desirable lines on a strai commis- 
sion basis; references furnished. Ad- 
dress $59, care Boot & + gg Recorder, 239 
West 39th Street, New York, N. Y. 








LINE Wanted for North and South Carolina, 
Virginia, West Virginia, Maryland. My 
a are thoroughly established and the 
Better Class. Address $53, care Boot & Shoe 
ae mate 239 West 39th Street, New York, 





BUSINESS OPPORTUNITY 


PROFIT and opportunity og on my 
unique method = = into 
Book Ends and ante Pleoes 

very reasonable. Write— Wenn Doe Belle- 
fontaine, Ohio. 








BE. YOUR OWN BOSS. We are interested 

+ placing young men with experience in the 
shoe business. Minimum capital required. Ad- 
dress $51, care Boot & Shoe Recorder, 1627 
Locust St, St. Louis, Mo. 





PATENT on vamp roller machine, stock enough 
to pay way from start. Bargain. Ralstin, 
707 Burkburnett Bldg., Ft. Worth, Tex. 





POSITION WANTED 


Arenents AT ONCE an Experienced Pro- 
tr, Merchandise Man Shoe Sales- 
man. “ successfully open and operate can- 
cellation or regular shoe steres for responsible 
party wanting to expand or build up o _— 
ent business. Also willing to take job 
salesman in ary retail or department soe ‘oa 
work way up. Best of references. tile— 
Married. 36 )ears of age. Address $56, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








SHOE SALESMAN: retail, intensive buying 
and selling experience, former department 
store buyer, prefers New sagand District, but 
= consider all correspon Address %52, 

hoe ; ame rong 239 West 39th 
Street, New York, N. Y. 





ORE MANAGER—SHOE BUYER. Shoe 
or department store. 18 years’ valuable ex- 
perience medium or better grade shoes. Know 
modern methods successful store operation, mer- 
chandising and promotion. Ability to get re- 
sults, turnover, profits. Expert shoe fitter. 
Married. Good personality. Highest credentials. 
Address $58, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WANTED TO PURCHASE 


Warts to buy an established shoe store doing 
at least thirty thousand dollars worth of 
Business a year in P lvania, Ohio or New 
York States. Address $65, care Boot & Shoe 
ei , 239 West 39th Street, New York, 








MODERN Popular Priced Family Shoe Store 
in Northern Ohio Town of 25,000. Doing 
Good Business. Price Reasonable. Address 
$55, care Boot & Shve Recorder, 209 So. State 
St., Chicago, II: 





$3 BUYS established women’s shoe 
’ store’s stock with attractive lease 
on busy corner of leading Tenn. City. Avail- 
able at once only. Address $61, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y 





ESTABLISHED shoe store in Westchester 
County 36 miles from New York City. 100% 
location in a town of $500 with a drawing ca- 
Stock and fixtures inventory 

bought very reasonable. 
Reason for selling have other interests. Ad- 
dress $54, care Boot & “3 Recorder, 239 West 
39th Street, New York, N. Y. 





SHOE Store—100% location. Ladies’ and 
men’s shoes. Owners must leave on account 
of health. Very reasonable. 7 years in same 
store. Address $57, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








WANTED TO PURCHASE 








Buyers of Surplus Stocks 


mW ate Ge ¢ Gum 
on’ buy surplus or a 


QUANTITY NO “OBsEcT 
KIRSCH-BLACHER CO., 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5181 








WE BUY 
Entire or Surpius Wholesale and Retail 
Stocks, Also Branded Shoes such as 
Walk-Over, Florsheim, —-y Vital- 


ity, Arch eg was lity, Bos- 
tonians, Stetson, unn-Bush, Etc. 


Inv aN N BUBSIN 
“The House of Jobe” 
89 Reade St., Cor. Church 
Uhone Barclay 17-7887 New York City 











address should be counted. 


The rate for all display classified 
Classified advertising is payable in 





— 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini 
mum For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When « box number is desired twelve words should be added for the address. In all other cases each word of the 


advertisements is $5.00 an inch with a maximum of 46 words. 
GO Aibitilinines Gin is lh tatets tee te atte Bow ‘Yeik' elles cn Peiley of the week geeecling pabliution. “a 
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PATENT ATTORNEY 


iN 
ADVICE iol 

r\ FREE Ori PATENT ewsincee 

Ss J. records searched 

A aia Stent or Viet Bho 4 











Capitalizes on Celebrity’s Visit 

GREEN Bay, WIs.— Clabot’s, local 
shoe store, capitalized on the fact that 
Miss Jessica Dragonette, while in the 
city for a concert appearance, selected 
their store for the purchase of a pair 
of galoshes. Day after the purchase, 
the shoe store ran a newspaper adver- 
tisement captioned, “You Know a Fine 
Shoe Store When You See One, Miss 
Dragonette,” and featured a picture 
of the singer in the store. 


Leipzig Fair Dates Announced 


The Leipzig Trade Fair will hold its 
next Spring session from March 5 to 
13, 1939, inclusive. It will comprise 
over 10,000 exhibits of the newest prod- 
ucts of thirty-four of the leading pro- 
ducing countries, including the United 
States. An attendance of more than 
300,000 business men attracted from 
seventy-four countries is assured, indi- 
cating a general improvement in world 
trade. 
1981st session of the historic exchange 
which, having been in existence for 
more than 700 years, is today the old- 
est and largest industrial exchange in 
the world. It is significant that 80 per 
cent of those visiting the Fair during 
the past five years have repeated their 
visits. 


Novel Stunt Draws Crowds 
to Opening 


Emporia, Kans.— The Miller-Jones 
Shoe Co., which opened a new store 
here recently, attracted a big crowd to 
their formal opening by a bit of dif- 
ferent advertising. 

A trained elephant, carrying a sign 
which read, “Miller-Jones, Shoes for 
the Whole Family,” and a trained 
zebra did tricks in front of the store 
on the formal opening day and the day 
preceding. 

The animals, part of Bud Ander- 
son’s circus, were secured from the 
circus’s winter quarters here. They 
also marched in the Armistice Day 
parade the day before the opening, 
carrying the sign advertising the open- 
ing next day. 

The animals attracted a big crowd 
all day long. Many of the people en- 
tered the newly decorated store. Sou- 
venir airplanes were given to the chil- 
dren visiting the store. 


The Spring Fair will be the 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS — 








The Complete Line of 
SHOE 
ORNAMENTS 
AND SPATS 


Buttons and Zippers 

Manolis Manufacturing Co. 
Ne. Crawford Ave., 
Chicage, it. 











EDU NEE: 

Shoe Re Shaping Devices 
a Alter Shoes to Fit 
7 Abnormal Feet 


essary 


ts to provide 


DUNDE SHOE RE-SHAPING DEVICES, INC 


ow tot 








Retailers Sponsor Music 
Festival 


GRAND ISLAND, Nes.— Shoe store 
owners, cooperating with the business 
men of Grand Island, sponsored a one- 
day music festival on October 21. The 
festival proved a big success, bringing 
between 15,000 and 20,000 peo»rle to 
the city for the one-day celebration. 

All of the shoe stores reported a big 
increase in business for the day and 
predict more business will come from 
the surrounding territory in the next 
few weeks as a result of the festival. 

The festival idea was conceived to 
bring people to this city from a 100- 
mile radius. Bands werc secured from 
fifteen cities surrounding Grand Island 
and the local musica) organizations 
joined in the program. 

A mammoth parade was staged on 
all the downtown streets during the af- 
ternoon and later the various bands 
played in the center of the street, being 
stationed at one particular corner for 
an hour. 

While all this activity was going on 
in the streets the stores were busy 
showing the overflow crowds their mer- 
chandise. The stores remained open 
until nine o’clock, when a jitterbug con- 
test was staged on one of the downtown 
streets. 

The festival will be an annual affair 
and merchants predict it will be a big 
business stimulator. 

“T had no idea the idea would go over 
so big,” Ira Lane, manager of the 
Nisley Shoe store, declared. “It in- 
creased our business almost double and 
next year the results are bound to be 
better.” 








PROVIDE FOOT COMFORT 


with the original 
SHOE DOCTOR SHRINKERS 


Roller type device 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre- 
pared fluids, give _ the 
proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 


$47.50 ¢ 

Curved type tron 
Special combination offer $25.00 (fluids in- 
cluded in above prices) f.o.b. Indianapolis, 
Indiana. 


Eastern Representative: 
& Son, Marbridge Bidg., 


Send your order or write for detail information 


E. C. SMELTZER CO. 


Gist Street, Indianapolis, Ind. 


Charles Henry Brown 
New York City 


121 E. 


HOTELS 


HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


UM ARCK 


ANI 





